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INTRODUCTION 
The Heisman Trophy is college football's most coveted 
individual award. While it is given to an individual player, 
the benefits from winning the Heisman can be felt throughout 
the program of the player's school. As a result, colleges and 
universities will look to promote a player for the award. 
Some schools, relying on their traditions or media exposure, 
will not promote their candidate, while other schools with 
less name recognition and exposure will conduct an extensive 
campaign. My thesis is a study of how selected colleges and 
universities promote their candidates for college football's 
Heisman Trophy. 
The methodology behind the selection of schools was to 
provide a cross-section of Division I universities based on 
their reputation and name-recognition as football powers. At 
one end of the spectrum stands the highly-recognized 
University of Florida, a prennial contender for the national 
championship. Their status as a football power is 
unquestioned, especially in recent years. Only Miami (Fla.) 
and Washington have more victories in the past three years, 
and Florida consistently appears on national television. The 
other extreme is the relatively obscure University of Pacific, 
the third smallest Division I school. Based on fourteen 
consecutive losing seasons, Pacific can not be considered a 
football power. The other schools represent several positions 
in between these two extremes. Notre Dame, the most 
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recognized football school in the country, is also referred to 
throughout the study. My goal is to better understand what 
these select universities did in the past and are doing now to 
promote their candidates. Also, I want to show how certain 
factors might affect the extent and types of promotional work 
done by sports information departments in the future. 
Initially I will look at the history of the award and 
analyze the common characteristics shared by all previous 
winners. By looking at past winners, I will attempt to 
identify certain attributes that are necessary for a player to 
be considered a serious candidate. The opinions of 
sportswriters, unscientifically selected, were also used in 
identifying these attributes. While the sportswriters were 
selected randomly, they all voted in the 1991 Heisman 
election. They also represent respected newspapers and sports 
publications like Tbe pes Moines Register and Sports 
Illustrated. 
After identifying these attributes, I will convert them 
to variables whose values determine the extent and type of 
promotional work universities use for their candidates. I then 
plugged these variables into the coorientational model that 
S.L. Chaffee and J.M. McLeod developed to study the 
communication process between two groups and their environment 
for communication. 
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At this point, it must be understood that Chaffee and 
McLeod created their coorientation model as a planning tool to 
be used prior to the communication process. I will be using 
the model retroactively, superimposing it onto the 
communication process already conducted between sportswriters 
and sports information departments. Using the model after the 
fact will show a coorientation relationship between 
sportswriters and sports information departments. 
After explaining the coorientation model as it applies to 
my study, I will use the model as a framework for studying 
these campaigns. I will filter the case studies through the 
lens of the coorientation model, establishing a relationship 
between measurements in the coorientation model and the 
promotional activity each school produces. The measurements 
derived from this coorientation analysis, as well as personal 
interviews from the sports information departments from the 
case study schools, will provide insights into why sports 
information departments promote their candidates the way they 
do and how they do it. 
By filtering past campaigns through the lens of 
coorientation analysis, I hope to provide a framework that 
sports information departments could use to plan their future 
canpaigns. The coorientation model and measurements derived 
from coorientation analysis will provide a better 
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understanding of the audience that the sports information 
departments are trying to reach. 
This understanding could give the sports information 
departments insights as to how to plan the most effective 
campaign for their candidate. It will be especially helpful 
in the planning process that goes into producing promotional 
items that are completely controlled by sports information 
departments, referred to in this study as 11 Controlled 11 media. 
By understanding the audience before the communication process 
begins, a communicator can be more effective in persuading the 
audience. 
It will also help prepare the sports information 
departments for events that are not in their control, such as 
television appearances and print media exposure. These events 
will be referred to as "uncontrolled., media. A more detailed 
definition of "controlled" and "uncontrolled .. media will be 
provided in the discussion of media exposure. 
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HISTORY OF THB REISMAN 
Since 1935, New York's Downtown Athletic Club has 
annually awarded the Heisman Trophy to the nation's 
outstanding college football player. Willard B. Prince, who 
founded the PAC Journal, served as the prime mover behind the 
establishment of this award. Prince chaired the Trophy 
committee from 1935 to 1948 and he, along with his son and 
daughter, personally counted the votes of sportswriters the 
first year. The next year the voting was placed in the hands 
of sectional representatives of the media. In the 1960s, the 
voter count, which began at 65 in 1935, rose as high as 1300 
voters from all elements of sports journalism. It has since 
been reduced to 920 voters. 
Some of the rules of the selection process, such as no 
DAC members participating in the vote, were established by 
Prince from the outset. Prince also wanted the vote to be 
conducted on a 3-2-1 basis--that is, three points for a first 
place vote, two for a second, and one for a third. He felt 
that this would eliminate any geographical domination and 
widen the possibilities for the candidates. 
Initially, the award was called the Downtown Athletic 
Club Trophy given to the best college football player "east of 
the Mississippi" (Esposito 1989, 2). In October 1936, John W. 
Heisman, the DAC's first director of athletics, died. Heisman 
had attended the University of Pennsylvania, receiving his law 
-----------------------· ·---··-
6 
degree in 1892. Immediately after graduating, Heisman entered 
the coaching ranks, becoming the first football coach at 
Oberlin College in Ohio. His first team went undefeated and 
he continued to have success at a variety of colleges, 
including Georgia Tech (where his 1916 squad pummeled 
Cumberland 222-0) and his alma mater Pennsylvania. After his 
death, Prince and the committee named the trophy in his honor, 
despite Heisman's insistance that it was the "Award of the 
PAC" (Esposito 1989, 2). 
Initially, Heisman had been opposed to an award of this 
type because he felt there were too many good football players 
on the scene. That sentiment is echoed today by sportswriters 
who vote for the winner. Maury White, retired sports editor 
and continuing contributor to The Des Moines Register, states 
that he does not know how to go about picking the best player: 
"Picking the best is as impossible a job as finding the most 
beautiful girl in the world or the prettiest shell on the 
beach. Comes down to a matter of judgment and no one's really 
right or wrong" (White 1981, 1D). Nevertheless, each year 
sportswriters like White attempt to pick "the prettiest shell" 
and a player is given a version of the original trophy that 
was created by sculptor Frank Eliscu, who used Ed Smith, a 
running back at New York University, as the model. The 
original trophy was, and still is, cast at the Roman Bronze 
Foundry in Corona Queens. 
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REISMAN FACTORS 
The criteria for selecting the Heisman Trophy winner 
varies slightly from voter to voter. As Maury White of lhe 
Des Moines Register stated, it comes down to a matter of 
individual judgment. Of the sportswriters interviewed for 
this study, all of whom voted for the 1991 Heisrnan, all stated 
that the winner has to win the award on the field based on his 
performance. In a perfect setting for electing a winner, all 
judgments concerning who performed the "best" would be the 
same and all variables would be equal so that a player's 
likelihood of winning the award would be determined by his 
performance. However, while an outstanding performance is an 
important requirement for Heisman candidates, media exposure 
is equally, if not more, important. 
With the focus of this study being how colleges promote 
their Heisman candidates, media exposure will be explored more 
thoroughly than other factors in the Heisman vote because of 
its effect on the promotional activities of colleges. The 
importance of media exposure as a factor in the Heisman vote 
increased as the growing amount of television exposure for 
college football increased. With more and more games 
appearing on television, it is now necessary for a candidate 
to appear in some of these games or fall behind candidates 
who do. 
------------------ -~--~--- -~ 
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Media exposure of a candidate, while influencing 
colleges' promotional work, is itself influenced by certain 
characteristics of the candidate. The most obvious factor is 
the candidate's performance. It goes without saying that an 
outstanding performance will receive more exposure than a poor 
performance. 
By reviewing past Heisman winners in the Downtown 
Athletic Club's Reisman Handbook, I also identified several 
other common characteristics shared by past winners. These 
characteristics can be divided into two categories, individual 
and team. When I describe these characteristics in detail, I 
will show how each affects the media exposure a candidate 
receives. 
First, however, I will describe media exposure in detail 
as it relates to the Reisman vote. A relationship between the 
amount of "uncontrolled" media and the use of "controlled" 
media will be established in this description. 
Media Exposure 
Media exposure for the Reisman comes in two forms: 
controlled and uncontrolled. In Public Relations: The 
Profession and the Practice, Otis Baskin and Craig Aronoff 
describe the main difference between the two. Controlled 
media allows a public relations practitioner, in this case a 
sports information director, to dictate what is published and 
how it is delivered to the primary audience (sportswriters). 
~~~-~--~~-~~--~------~-------
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Types of controlled media include newsletters, posters, 
handbooks, videos, faxes, and various gimmicks like neckties 
and badges. Sports information departments control the 
content of the promotional items. 
Uncontrolled media can consist of newspaper and magazine 
articles,· television and radio commentary, and television 
appearances. In these cases, a third party, perhaps a 
commentator, writer, editor, producer, or director, makes the 
decision about the content presented to the audience (Baskin 
and Aronoff 1988, 161). 
Uncontrolled media exposure, especially appearances on 
national television and in national magazines, plays a big 
role in the Heisman race. It is free publicity that reaches a 
vast audience, including sportswriters who vote for the 
Heisman. "Exposure, especially in nationally televised games, 
plays a big role, •• said Roger Valdiserri (Gillespie 1981, 
32t). Valdiserri should know: he was sports information 
director at Notre Dame for six of the Irish's seven Heisman 
winners. However, Valdiserri notes, a bad performance on 
national television or playing night games that miss prime 
media coverage can have the opposite effect (Gillespie 1981, 
32t) . 
John Keith, Oklahoma publicist when Billy Sims won the 
1978 Heisman, agrees with Valdiserri on the power of national 
television, citing Sims as a prime example. Sims had not 
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played in 1977 due to injury and was not listed in the 
Oklahoma press book as a possible All-American. However, a 
fast start statistically and a tremendous performance on a 
nationally televised game early in the year put Sims in 
position to win. However, Keith thought Sims might have blown 
the Heisman in the final game of the season against Nebraska. 
A late fumble by Sims was costly in Oklahoma's loss. "I was 
afraid people wouldn • t vote for Sims because of that fumble •• 
Schraeder 1983, 2D). 
Another example of the power of television is 1980 winner 
George Rogers of South Carolina. Two early season favorites 
stumbled on national T.V. opening the door for Rogers 
(Gillespie 1981, 32t). 
The 1990 winner, Brigham Young's Ty Detmer, had two 
outstanding national television appearances. The first came 
after the Heisman announcement for 1989 and served as a 
springboard for the next year's Heisman campaign. The second 
came in the third game of the 1990 season against defending 
champion Miami (Fla). As Maury White stated, "It was his 
Heisman to lose, and he didn't" (White 1991, interview). 
The 1991 winner, Michigan's Desmond Howard, also had 
early season exposure on national T.V. and made the most of 
his opportunity as well. After earning Sports Illustrated's 
"Player of the Week" honors the first week of the year, Howard 
and Michigan faced Notre Dame on national television. Against 
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Notre Dame, Howard made a spectacular, fourth-down diving 
catch for a touchdown. The next week he appeared on the cover 
of Sports Illustrated. 
Valdiserri's warning about a bad performance on national 
T.V. bears mentioning here because another prominent Heisman 
candidate, David Klingler of Houston, performed badly on 
national T.V. the same week Howard excelled against Notre 
Dame. Both games were featured in Sports Illustrated's next 
issue in sharp contrast to each other. While Howard was being 
tabbed the "leading Heisman Trophy candidate" (Jenkins 1991, 
16), Klingler was hardly mentioned and he quickly faded from 
the race. 
As stated before, another form of uncontrolled media that 
is important to Heisman candidates is appearing in major 
sports magazines like Sports Illustrated. It is especially 
helpful to be on the cover. Houston's Klingler made the cover 
of Sports Illustrated's 1991 preseason issue and began the 
season as the Heisman favorite. Desmond Howard appeared on 
Sports Illustrated's cover twice. Both showed Howard in 
Heisman-like poses and the second proclaimed him a "cinch" to 
win the award. 
The level of these kinds of media exposure will differ 
from school to school. Notre Dame, the most recognizable 
program in college football, relies entirely on uncontrolled 
media exposure to promote their candidates. They consistently 
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challenge for the national championship and have their own 
television contract with NBC. This guarantees that a Heisman 
candidate from Notre Dame will receive the kind of exposure 
that most other schools can only dream of receiving. 
While Notre Dame, and certain other perennial powers, 
rely on uncontrolled media, the rest of college football tries 
to increase their exposure by using controlled media. In 
fact, the amount of controlled media a college uses is 
inversely related to the amount of uncontrolled media exposure 
they receive. That is, the more uncontrolled media exposure a 
school gets, the less controlled media they will use, and vice 
versa. 
For example, four time defending champ Primetime 
University with six nationally televised games will not put 
out a video and four-color poster for its star quarterback 
Johnny Touchdown. The need for extra promotion is eliminated 
by the uncontrolled media exposure. At the same time, 
Backwater University, which has not even been heard on radio 
for six years, will look to put together a publicity campaign 
for their star running back D.U. Nomee. In this case, the 
lack of uncontrolled media exposure must be overcome by the 
use of controlled media. 
Mathematically, this relationship can be portrayed as 
1 
Me = 
Mu 
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with (Me) being controlled media and (Mu) being uncontrolled 
media. As you can see, when uncontrolled media exposure 
increases, the need for controlled media decreases. 
Now that a description of media exposure and its 
relationship to university promotional work has been 
presented, I will move on to a description of other factors 
that influence uncontrolled media exposure. As stated 
earlier, the factors that, along with performance, influence 
uncontrolled media can be divided into two categories: 
individual and team. 
Individual Factors 
The individual factors to be examined are position and 
year in school. 
Position 
Since the Heisman was first given in 1935, an important 
trend in the voting has been the dominance of offensive backs 
in winning the award. Of the 56 trophies awarded, all but 
four have gone to offensive backs -- that is, running backs 
and quarterbacks. The amount of media exposure these 
positions receive cannot be overlooked. These positions carry 
the football on every down. Television and photographers 
focus on where the ball is on every play just as every fan 
does. Playing an offensive back position is definitely an 
advantage in terms of media exposure. 
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Another way position influences media exposure is 
statistics. Offensive backs have more opportunities to 
produce quantifiable numbers than other players. Quarterbacks 
and running backs have numerous statistical categories that 
voters can use to compare each player's performance. Rushing 
yards, passing yards, receiving yards, completions, 
receptions, and touchdowns are just a few of the categories 
that the media use in describing games, both on television and 
in newspapers. 
Defensive players, especially linemen (and offensive 
linemen) are restricted by the number of statistical 
categories that are devoted to them. In recent years, there 
have been more statistics kept for defensive players such as 
tackles for losses (sacks) but that is not enough. As Craig 
Ellenport, Managing Editor of College and Pro Football Weekly 
states, "Unfortunately for defensive players, linemen in 
particular, they cannot produce numbers. They don's score 
touchdowns or gain yards." 
This does not mean that voters do not acknowledge 
defensive players. Hugh Green, a defensive end for 
Pittsburgh, finished second in the voting in 1980 and received 
179 first place votes. Washington's Steve Emtman dominated at 
defensive tackle and finished fourth in this past year's 
voting. His 29 first place votes were second only to winner 
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Desmond Howard. Emtman also finished second 1n his home 
region, the Far West (Tables 1 and 2). 
Could a defensive player win the award? "There is a 
possibility," said The Des Moines Register's Maury White, "but 
it would have to be an award g1ven over a career. Emtman, if 
he had stayed for his senior year, had a chance. He played 
for a national champion (1991) and had a lot of media 
exposure, which would increase next year. He possibly could 
have won." 
Year in School 
In the past, The Heisman was almost exclusively given to 
the top senior collegiate football player. Up until 1982, 41 
of the 47 Heisrnan winners were seniors. Since 1982, half the 
winners have been juniors, including the last four. 
As an upperclassman, a player has the advantage of extra 
years of exposure. Maury White thinks that being an 
upper_classman is definitely an advantage. "There is no doubt 
that a career is taken into account when the voters vote. 
Juniors and seniors are more likely to be known to the voters 
than freshmen and sophomores." 
Two recent developments, however, will give freshmen and 
sophomores more consideration in future Heisman voting. More 
of them, especially Heisman Trophy caliber players, will 
receive more playing time. 
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Table 1. Results of the 1991 Reisman Memorial Trophy Award 
balloting 
Total Votes Total 
Name School 1st 2nd 3rd Points 
1. Desmond Howard Michigan. 640 68 21 2,077 
2 . Casey Weldon Florida St. 19 175 96 503 
3. Ty Detmer Brigham Young 19 129 130 445 
4. Steve Emtman Washington 29 100 70 357 
5. Shane Matthews Florida 11 72 69 246 
6 . Vaughan Dunbar Indiana 6 51 53 173 
7. Jeff Blake E. Carolina 7 29 35 114 
8 . Terrell Buckley Florida St. 1 24 51 102 
9. Marshall Faulk San Diego St. 10 32 ~""' ~~ 
10. Bucky Richardson Texas A&M 6 9 9 45 
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Table 2. Points and position of top five candidates in each 
region 
North- Mid-
Name §Alit At:lAnt;i.Q Sg:u.tb. 
Ptll· PQII· Pts. Pgs. Pts. Pgs. 
Howard 324 1 327 1 329 1 
Weldon 75 2 85 2 91 3 
Detmer 61 3 69 3 49 4 
Emtman 54 4 34 6 28 5 
Matthews 29 5 36 5 116 2 
South-
HAmil WS~IIt Mig!fiilt i:A.J;: :!Slit 
Ptll· Pgs. Ptl· Pgs. Ptll· Pgs. 
Howard 336 1 393 1 368 1 
Weldon 67 3 96 3 89 4 
Detmer 81 2 75 4 110 3 
Emtman 66 4 46 5 129 2 
Matthews 30 6 20 6 15 6 
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The developments are the NCAA cutting back on the 
scholarships available to schools and more juniors declaring 
themselves eligible for the NFL draft. Colleges will reduce 
their scholarship totals from 95 to 85 by 1995 and nearly half 
the first-round draft choices in the 1992 draft were 
underclassmen. 
"I think schools are playing freshmen more because of the 
scholarship limits," said Texas A&M offensive coordinator Bob 
Toledo. "And the NFL has developed to the point that if 
they're taking juniors, what's to hold them back from taking 
sophomores" (Bohls 26). Of Texas A&M's twenty-two starters in 
1992, thirteen were freshmen and sophomores. 
Toledo's theory is already taking shape. Next year's 
Heisman Trophy candidates are instead becoming first-round 
draft picks in the NFL. For example, UCLA'a Tommy Maddox, a 
possible front-runner in next year's Heisman race, gave up his 
final two college years and was the Denver Broncos first-round 
pick. 
Added playing time means added exposure, something that 
upperclassmen held as an advantage in the past. However, the 
extra exposure in terms of years is something freshmen and 
sophomores can not make up. 
Team Pactors 
The factors that are important to a candidate's team are 
the school's tradition and conference affiliation. Equally 
---------------- ----~-- ~- ~-
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important is the team's performance that year in terms of w1ns 
and losses and, in rare cases, the school's geography. 
School Tradition and Conference Affiliation 
In its history, the Heisman Trophy has gone to a team 
that played in an "elite" conference or for a marquee 
independent like Notre Dame 82% of the time (Table 3). The 
elite conferences include the Big 10, Pac-10, Big 8, the SEC, 
and the SWC. These power conferences and independents have 
produced 89% of the national champions since 1936, when the 
Associated Press began its national rankings (Table 4) . 
Team Performance That Year 
Despite the fact that only six Heisrnan winners have 
played on national championship teams (the last being Tony 
Dorsett for Pittsburgh in 1976), 12 have played for undefeated 
teams and 20 played for teams with one loss. Only six Heisman 
winners have played for teams with four or more defeats. 
These facts have not been influenced by dominant teams 
from the early years of the Heisman. Since 1970, only two 
Heisman winners, George Rogers (South Carolina, 1980) and Bo 
Jackson (Auburn, 1985) played for teams that did not finish 
the season ranked in the AP Top Twenty. Of the remaining 
teams, the average rank was 6th, with all Heisrnan teams since 
1970 averaging 10 victories (Table 5). Playing for a winning 
team that is a contender for the national title gives the 
Heisman candidate a definite boost. 
~~~--~--------------
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Table 3. Nurnber of Heisman Trophies won by elite conferences 
and major independents 
1. 
2 . 
3 . 
4. 
5. 
6. 
7. 
8 . 
Name of Conference 
or Independent 
Big 10 
Pacific 10 
Notre Came 
Big 8 
Southeastern (SEC) 
Southwest (SWC) 
Miami ( ?la.) 
9 . Pe~n State 
No. of Heismans 
11 
8 
""1 
I 
6 
6 
5 
total 46 
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Table 4. Number of national titles won by elite conferences 
or major independents 
1 . 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Name of Conference 
or Independent 
Big 10 
Big 8 
Southeastern (SEC) 
Notre Dame 
Southwest (SWC) 
Miami (Fla.) 
Pacific 10 
Pittsburgh 
?enn State 
No. of titles 
9 
9 
9 
8 
4 
4 
3 
2 
2 
total 50 
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Media exposure is directly affected by the candidate's 
team. Television and print media follow the rankings closely. 
A top-ranked team from a marquee conference will obviously be 
followed more closely than a losing team from an obscure 
conference. 
Geography 
Only the West Coast might be at a disadvantage in 
geography because they play later and miss some of the prime 
media coverage. The regions as they are known (Figure 2) are 
given an equal number of voters and the winners have been 
divided fairly evenly. The Midwest region leads by a wide 
margin with 18, due to Notre Dame's record eight Heismans. 
Part of this is because each region except the Northeast 
is host to either a power conference or to some of the power 
independents. In the Far West there is the Pac-10, the 
Southwest has the SWC and most of the Big 8, the South has 
most of the SEC and Miami (Fla), the Midwest has the Big Ten, 
and the Mid-Atlantic has Pittsburgh and Penn State. 
The only way geography could play a role is in a wide-
open race with no dominant candidates. In this case, the 
disadvantage of playing on the West Coast that was mentioned 
earlier could come into play. 
Analysis of Factors 
Performance (P) along with individual (I) and team (T} 
factors, if they are positive, magnify the amount of 
Table c:: 
Year 
1970 
71 
72 
73 
74 
75 
76 
77 
78 
79 
1980 
81 
82 
83 
84 
85 
86 
8"7 
88 
89 
1990 
01 
<J.. 
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Records and final ~ational ranking by the Associated 
?~ess of Heisman Trophy winning teams slnce 1970 
School Won-Lost-Tie 
Stanford 9-3 
Auburn 9-2 
Nebraska 9-2-1 
Penn State 12-0 
Ohio State 10-2 
Ohio State 11-1 
Pittsburgh 12-0 
Texas 11-1 
Oklahoma 11-1 
Southern California 11-0-1 
South Carolina 
Southern California 
Georgia 
Nebraska 
Boston College 
fl..uburn 
Yliami (Fla.) 
:·;c t re Dame 
.::klahcma State 
:iouston 
Brigham Young 
M' h' . 
.. lc lgan 
Totals 
8-4 
9-3 
11-1 
12-1 
10-2 
8-4 
11-l 
8-4 
10-2 
9-2 
10-3 
10-2 
212-41-2 
Rank ina 
8 
12 
4 
5 
4 
4 
1 
4 
3 
2 
14 
4 
2 
5 
11 
..J..:::· 
6 
lwg. ::-ank 6 
FAR WEST: 8 
SOU'l'HWEST: 11 
24 
MIDWEST: 18 
/if 
v MID-ATLANTIC: 6 
SOUTH: 7 
Figure 1. Geographical regions in Heisman vote 
25 
uncontrolled media that a candidate receives. For example, 
if a senior quarterback (I) averages 300 yards passing and 
four touchsdowns a game (P) while playing for a nationally 
ranked team (T), he will have an increase in uncontrolled 
media exposure. Remembering that uncontrolled media is 
inversely proportional to controlled media 
1 
Me = 
Mu 
we can see that because the factors P, I, T magnify 
uncontrolled media, they will also affect the controlled 
media. The revised equation 
1 
Me = 
(P + I + T)Mu 
accounts for the effect the factors P, I, T, and Mu will have 
on controlled media. In other words, if the values of P, I, 
and T are low and uncontrolled media (Mu) decreases, the SID 
will probably have to use extensive controlled media (Me) to 
promote a prospective candidate; if the values are high the 
use of Me would decrease. 
----------------- ----
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The focus of this study will now shift to the controlled 
media, or promotional work that universities do for their 
Heisman candidates. The case study schools offer a cross-
section of universities that range from a small school lacking 
in reputation and name recognition (University of Pacific) to 
perennial power with national exposure (University of 
Florida). Although not included as a case study, Notre Dame 
will be referred to continually throughout the study because 
of their unique position as the most recognizable program in 
college football. 
Coorientation Model 
The approach I will be using to study the communication 
process is the coorientation model that S .. L. Chaffee and J .M. 
McLeod have developed (Figure 3). This model is based on the 
communication process between two people or groups that are 
simultaneously cooriented to an environment of communication. 
For our purposes, the two groups, A and B, will be 
sportswriters and university sports information departments 
(SIDs). The environment of communication, X, corresponds to 
an abstract ideal of a Heisman Trophy winner. 
A and B conceived this abstraction, X, from past Heisman 
winners and formulated an ideal "winner" based on previous 
recipients' attributes. Within this abstract framework of the 
ideal Heisman winner, candidates for the award compete against 
each other in the immediate context of a g1ven year and not 
only against the ideal. Therefore, X includes the candidates 
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Figure 2. Conceptual model of coorientation 
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in a given year, as well as the Heisman ideal. 
It is important to remember that for my study, the idea 
(X) of the Heisman Trophy winner is a given year's environment 
that is made up of candidates (01-on) within the environment 
in a given year competing for the award. As Chaffee and 
McLeod assert, "A person does not orient himself to a single 
object in his environment, but to a discrimination between 
objects" (McLeod and Chaffee 1973, 479). In this environment, 
the sportswriters discriminate between the candidates (01 -on) 
for the Heisman. 
In the communication process, the coorientation model 
illustrates the cognitions of A and B towards X and to each 
other. In my study, this translates to what sportswriters (A) 
and SIDs (B) think about when they compare the candidates for 
the Heisman Trophy (X) in a given year. In the coorientation 
model, A and B use the attributes a, b, c, and d to compare 
objects. In the Heisman selection process these attributes 
are the factors P, I, T, and Mu that the SIDs and 
sportswriters use to compare the various candidates. 
For example, one candidate might be a senior quarterback 
(I) with only adequate statistics (P). However, he plays for 
a highly ranked team from a power conference (T) . Another 
candidate might be a sophomore running back (I) with record-
breaking statistics (P). However, his team has a losing 
record and plays in a weak conference (T) . 
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The sportswriters will be making a discrimination between 
these two candidates, and any other candidates, based on the 
factors as they are presented to them. SIDs, by promoting 
their candidate, make discriminations between their candidates 
and the other candidates (01-on) within the environment of X, 
the ideal Heisman candidate in a given year. 
Figure 4 illustrates the model of coorientation as it 
applies to the controlled media used by SIDs. Once again the 
sportswriters (A) and SIDs (B) coorient towards the Heisman 
Trophy winner environment (X) . A discrimination is made 
between the candidates (01-on), such as the hypothetical 
quarterback and running back mentioned earlier. Sportswriters 
(A) and SIDs (B) base this discrimination on attributes 
(P,I,T,Mu) that the candidates possess. 
Also important in the coorientation model is A's 
(sportswriters') and B's (SIDs') perceptions of the cognitions 
that A or B has towards X (the ideal Heisman candidate) 
that is, what A thinks B thinks about X and vice versa. In 
Figure 4, the solid lines indicate the group's own cognitions 
regarding the object indicated by the arrow. Dotted lines 
indicate the first group's perceptions of the other group's 
cognitions. 
For instance, a sportswriter thinking that a quarterback 
should always win the Heisman would be a solid line from A 
(sportswriter) to X (Heisman). This is an cognition of A 
---------------- -- -- -- -- ---
p 
I 
I 
A 
Sportswriters 
30 
On 
(Candidate) 
X 
Heisman Winner 
~ 
.I 
0· l. 
(Candidate) 
'\ 
\ 
T 
Mu 
\ 
\ 
\ 
B 
SIDs 
Figure 3. The conceptual model of coorientation as it applies 
to this study 
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towards X. However, an SID perceiving that a sportswriter 
thinks that a quarterback should always win, would be a dotted 
line from B (SID) to X (Heisman). This is B's perception of 
A's cognition towards X. In my study, I am concerned with 
SIDs' (B) perceptions of sportswriters' (A) cognitions towards 
the Heisman Trophy (X) in a given year and how these 
perceptions shape the communication that SIDs use to promote 
their candidates. 
The conceptual model of coorientational analysis can be 
used to gauge the accuracy of SIDs in their perceptions of the 
sportswriters' cognitions about the concept of the Heisman 
Trophy winner. In Figure 5, the most important measurement 1n 
my study would be the "accuracy" of SIDs' (B) perceptions of 
sportswriters' (A) cognitions compared to sportswriters' (A) 
actual cognitions (Accuracy B) . For example, if a SID 
perceived that sportswriters think that playing for a winning 
school (T) is more important than individual statistics (P), 
and the sportswriters actually do, then "Accuracy B" would be 
high. However, if sportswriters did not think that, "Accuracy 
B" would be low. 
Complicating matters is that A (sportswriters) consists 
of many individuals with different cognitions. The challenge 
for SIDs is to predict a consensus among sportswriters. 
Looking at recent Heisman voting history can give an idea of 
what has impressed voters in the past. Also, keeping abreast 
Figure 4. 
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of the information being presented in the uncontrolled media 
will also help the SID conceive a perception with a greater 
chance of accuracy among a greater number of sportswriters' 
cognitions. 
"Accuracy B" is important because the SIDs' perceptions 
of sportswriters' cognitions should have a direct effect on 
the type of promotional work done by the school. They should 
slant their campaign to highlight certain attributes they 
perceive as important to sportswriters. For instance, in the 
last example the SID could highlight the team's winning season 
more than the individual player's statistics. They could then 
present the player as being a catalyst in the team's success, 
such as a quarterback who leads the team to a last-second 
game-winning touchdown. 
Also important would be the "congruency" of SIDs' (B) 
cognitions about the Reisman (X) and SIDs' (B) perception of 
sportswriters' (A) cognition (Congruency B). If a SID 
perceives that sportswriters give more importance to a team's 
record rather than individual statistics, the SID may or may 
not agree with the sportswriters. This depends on whether or 
not the SID's candidate is congruent with the sportswriters' 
cognitions. If so, as a communicator, the SID will reinforce 
the sportswriters' cognitions by slanting their campaign to 
agree with the sportswriters cognition. If the SID's 
candidate is not congruent, the SID as a communicator will 
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try, with a promotional or sales campaign, to persuade or 
change the sportswriters' cognitions to agree with his 
candidate. 
Texas A&M used that tactic for John David Crow, the 1957 
winner. Crow did not even lead his conference in rushing, 
gaining only 562 yards, not exactly the kind of numbers that 
would influence a Heisman voter. A sportswriter would 
probably expect a Heisman candidate to at least lead his 
conference, if not the country, in rushing. However, Texas 
A&M's coach, Paul "Bear" Bryant, invented a statistic called 
"Folks Run Over" (FRO). The school's sports publicist, Jones 
Ramsey began emphasizing their new statistic and Crow won in a 
landslide. Said Ramsey, "When you're winning by 3-2 and 8-7 
and your man gains only 562 yards for the entire season, 
you've got to invent some stats" (Schraeder 1983, 2D). Texas 
A&M thought Crow was a legitimate candidate, but they did not 
think sportswriters would. Therefore, they directed their 
campaign to highlight their new statistic hoping to influence 
the sportswriters and legitimize Crow's candidacy. 
Coorientational analysis is useful to my study because 
SIDs' promotional activities for their Heisman candidate make 
use of the same factors (P,I,T,Mu) that sportswriters use to 
compare Heisman candidates in a given year. In that sense, 
the sportswriters (A) and the SIDs (B) are cooriented towards 
the environment of the Heisman Trophy (X) . They are 
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discriminating between candidates {01-0n) using the same 
criteria or attributes {P,I,T,Mu). SIDs, however, have to 
discriminate between candidates in order to persuade the 
sportswriters to consider their candidate to be the ideal 
Reisman candidate in the given year. 
Now that a coorientation between SIDs and sportswriters 
has been established, my study can focus on the communication 
process between the two. The focus will be on how SIDs use 
the "accuracy" and "congruency" measurements of coorientation 
between themselves and sportswriters to guide them in the type 
of promotional material they use. In other words, the 
"accuracy" and "congruency" measurements influence the type 
of promotional materials SIDs use to persuade sportswriters to 
consider their candidate for the Reisman Trophy. 
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THE COMMUNICATION PROCESS 
Promotional or publicity work for Heisman Trophy 
candidates can be roughly divided into two main categories: 
pre-season and in-season. Pre-season work in most cases tries 
to situate the candidate (01 ) in the environment (X) of the 
Heisman Trophy, while in-season work will attempt to maintain 
or reinforce the position of the candidate. 
The schools selected as case studies represent a cross-
section of universities in terms of name recognition and 
levels of uncontrolled media exposure. At the lower end of 
the spectrum is the University of Pacific, the third smallest 
Division I school in the country, while at the other end is 
the University of Florida, a perennial national championship 
contender. The rest of the selected schools fall in between 
these two extremes, but there is an emphasis on schools that 
have low uncontrolled media exposure (Mu), as they provide 
more examples of promotional work. 
Pre-season work begins as early as immediately after the 
previous Heisman Trophy winner is announced. Some aspects of 
the pre-season campaign may not be seen, however, until well 
into the season amd will overlap with the in-season work. 
With the luxury of a long off-season, the SIDs take a 
proactive approach to placing their candidate within the 
Heisman environment. With the proactive element involved 1n 
pre-season work there is a better chance to use the 
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coorientation model as a framework, as "Congruency B" and 
"Accuracy B" can be shown to have an effect on the promotional 
material. 
In-season work, while still untilizing proactive 
approaches is forced to be more reactive as it deals with the 
unpredictable aspects of a football season. As 
discriminations take place within the Heisman environment (X), 
the SIDs will try to present material that will maintain or 
reinforce their candidate's position within the environment. 
While cooreintation measuremnts can be used to study the pre-
season materials, the framework of the conceptual model of 
coorientation 1s more effective to study in-season promotional 
work. As the objects (01 _on) become fewer in number in the 
environment (X) of the Heisman Trophy due to discriminations 
among candidates, the factors (P,I,T,Mu) in the Heisman 
environment become the focus of the promotional work. 
Pre-season 
The goal for SIDs in their pre-season push for a Heisman 
candidate is to have their player recognized as a candidate 
prior to the beginning of the season. Jim Perry, the former 
SID at Southern Califronia, agrees. "If we had a legitimate 
Heisman Trophy candidate," Perry said, "our goal in the off-
season, before his senior year, is to make him accepted around 
the country as a legitimate candidate, make him as well known 
as we can" (Ostler 1981, lC). Perry is a veteran of many 
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Heisman campaigns. During his tenure at USC, he had three 
Heisman winners and three runners-up. 
As Perry suggests, having a player accepted as a 
legitimate candidate requires an accurate perception by the 
SID of the sportswriters' cognition, "Accuracy B." A high 
"Accuracy B" suggests that the SID knows what sportswriters 
are thinking regarding a legitimate or ideal Heisman 
candidate. If SIDs know what the sportswriters are thinking, 
they know if their candidate is congruent to the 
sportswriters' cognitions, "Congruency B". If the candidate 
is congruent to the sportswriters' ideal, then the SID can 
reinforce that ideal with promotional material. If not, then 
promotional material may be used to persuade the sportswriters 
to change their cognitions or at least persuade them to see a 
candidate (Onl in a different light. The "Congruency B" 
measurement helps determine whether SIDs should use 
promotional material that reinforces the cognitions of 
sportswriters or tries to persuade them to change their 
cognitions. 
In the following case studies, I will look at how SIDs 
use promotional material to reinforce or change the 
sportswriters' cognitions concerning the environment (X) of 
the Heisman Trophy. 
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Case 1: San Diego State 
Now that the award is not the exclusive domain of seniors 
(juniors have won the last four), SIDs begin campaigns as 
early as a player's sophomore season. San Diego State's SID 
John Rosenthal is promoting their sophomore running back 
Marshall Faulk for the Heisman. Faulk exploded on to the 
college football scene as a freshman when he replaced an 
injured starter and ran for 386 yards and seven touchdowns 
against Pacific. Faulk finished the season as the nation's 
leading rusher (158.8 yards per game) and scorer (15.56 points 
per game) and eclipsed the 1,000 yard mark in only seven 
games. These accomplishments earned Faulk a seventh place 
finish in the Heisman balloting and first-team All-American 
honors. 
Despite these impressive credentials, Rosenthal wants 
sportswriters to get better acquainted with Faulk this off-
season. Faulk missed three games last year with injuries and 
San Diego State played a number of games at night, missing 
prime media coverage. As a result, an aspect of uncontrolled 
media exposure (Mu), national television coverage, has been 
virtually non-existent, which restricts the number of voters 
who have seen Faulk play. To remedy this, Rosenthal will 
distribute a highlight video, giving voters a visual reference 
to make the numbers that Faulk produced more impressive. 
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This is a good example of a team without the advantages 
of, for example, Notre Dame, and having to utilize extensive 
controlled media (Me) to compensate. Notre Dame with its 
massive amount of uncontrolled media exposure, including their 
television contract with NBC, has no need to produce a video 
to get a player better known. 
Before making the video, Rosenthal consulted 
sportswriters across the country on effective ways to promote 
a Heisman candidate. The consensus he received is that "a 
glitzy promotional blitz generally turns off the voters and 
that a more informational approach is more effective" 
(Rosenthal 1992, interview). In coorientation terms, by 
consulting sportswriters, Rosenthal is looking to increase his 
"Accuracy B" measurement. Rosenthal (B) formed the 
perception, "no glitzy promotional blitz", after receiving a 
consensus from sportswriters. The environment (X) that 
Rosenthal (B) and sportswriters (A) are cooriented towards, 
while still contained within the larger environment of the 
Heisman Trophy, has slightly changed its focus from the 
attributes of an ideal Heisman candidate to how a candidate 
should be promoted. The video, reflecting what Rosenthal has 
learned, will consist of straightforward highlights and 
information with no glitz. 
The slight shift of the environment is interesting 
because it suggests that Faulk has already been accepted as a 
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legitimate candidate by Rosenthal and the sportswriters. They 
are not concerned at this point with establishing the 
attributes that a Reisman candidate has: it is assumed that 
Faulk possesses enough of them to be considered for the award. 
Rosenthal and the sportswriters are more concerned with the 
best way to promote Faulk as a candidate with these 
attributes. The video should be persuasive on two levels 
because of the slight shift in the environment. First, it 
will fit the environment of promoting a candidate for the 
Reisman. Second, as the environment shifts back to the 
attributes of an ideal candidate, the video will reinforce the 
sportswriters' cognition towards that environment and will 
situate Faulk in it. 
In this case study, Rosenthal's perception of 
sportswriters' cognitions on the most effective way to promote 
a Reisman candidate is accurate and by using the highlight 
film will reinforce the congruency between the sportswriters' 
cognitions of an ideal candidate and Faulk as an ideal Heisman 
candidate. 
Case 2: University of Pacific, 1991 
In this example, the University of Pacific's SID 
attempted to change the sportswriters' cognitions to include 
their candidate, quarterback Troy Kopp, in the environment (X) 
of ideal Reisman candidates. Again, "Congruency B" is the 
coorientation measurement that influenced the promotional 
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material. The SID's perception of sportswriters' cognitions 
was not the same as SID's own cognitions towards the 
environment, X, of the ideal Heisman candidate resulting in a 
low level of "Congruency B." That is, Kevin Messenger, 
Pacific's SID, perceived that sportswriters did not think a 
quarterback from Pacific, with its less than stellar 
tradition, deserved to considered a Heisman candidate 
regardless of his statistics. Messenger, on the other hand, 
believed that Kopp was a legitimate candidate. The 
promotional material he presented tried to persuade the 
sportswriters to change their cognitions and include Kopp in 
their environment of the ideal Heisman candidate. 
Messenger considered Kopp to be a legitimate Heisman 
candidate despite playing for the third smallest Division I 
school in the country. Kopp had other obstacles sta?ding 
between him and acceptance as a legitimate Heisman candidate. 
For instance, Pacific plays in a conference not known for 
football (Big West) and, to compound this, Pacific had 14 
consecutive losing seasons heading into 1991 (T) . The 
obscurity of the program meant that they received virtually no 
uncontrolled media exposure (Mu) . Messenger admits that there 
are significant disadvantages in trying to promote Kopp. Said 
Messenger, "You can't replace the lack of media coverage, 
especially television" (Messenger 1992, interview) . 
43 
Kopp's statistics were certainly worthy of Heisman 
consideration. He averaged 367 passing yards a game and threw 
for 31 touchdowns. These numbers are what Messenger focused 
on when he put out a handbook titled "The Book on Troy Kopp: 
Heisman Trophy Candidate" (Figure 6) . 
In the book, which was sent to 2,000 sportswriters, Kopp 
is compared favorably to quarterbacks that have finished first 
or second in the Heisman balloting since 1982 (Figure 7). 
With this line-by-line comparison of Kopp's and the others' 
statistics, Messenger attempted to situate Kopp in the 
abstract environment of the ideal Heisman candidate. However, 
Messenger reduced the scope of the abstract environment, X, to 
include only the candidate's performance (P). There was no 
mention of team records, rankings, conferences, or competition 
(T) . This is an example of controlled media in its purest 
form. Messenger completely controls the content of the 
material and uses it to present his candidate in the best 
possible way. Based on past votes, Messenger showed the 
sportswriters the Heisman standards for performance they had 
set. The perception was that if a quarterback met these 
Heisman standards, then he should be considered a candidate. 
Kopp, on the basis of his statistics or performance (P), 
should have been considered a legitimate candidate. Because 
Messenger controlled the content of the material, he was able 
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to disregard information that was damaging and focus on 
information that was positive. At the same time, he gives his 
readers the sense that the information is totally factual with 
no hype. 
It must be noted that Kopp was not ranked first in any 
statistical category. Messenger did not invent statistics 
that showed Kopp to be the top quarterback. Instead, Kopp was 
unobtrusively, except for the bold type, situated both 
rhetorically and visually in the middle of past Reisman 
candidates. Messenger made it seem natural that Kopp was 
included in this list. 
While succeeding in placing Kopp in the abstract Reisman 
environment, Messenger did not neglect the immediate context 
of the 1991 Reisman race. Also included in the list were 1990 
winner Ty Detmer and Houston's David Klingler. Both were 
considered front-runners for the 1991 Reisman. By including 
two of Kopp's rivals, Messenger showed that Kopp met the 
standards of contemporary candidates, as well as those of the 
past. 
Messenger's goal was to change the sportswriters' 
cognitions towards the environment of the Reisman candidate, 
X, by reducing the environment to include only a player's 
personal perfromance. If that occurred, Troy Kopp would be 
situated comfortably in the environment and mentioned in the 
same breath as other quarterbacks in the environment. Was he 
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successful with this strategy? I would say yes. Kopp was 
featured in College and Pro Football Weekly as a Heisman 
candidate, and he also made the first 1991 "Heisman Watch" 
list of Tbe Sporting News. 
Case 3: University of Pittsburgh, 1980 
In 1980, the University of Pittsburgh's SID Dean Billick 
faced the same general problem that Pacific's Messenger faced 
in 1991. He wanted to change the sportswriters' cognitions so 
that his candidate would be included in the environment, X, of 
Heisman candidates for 1980. 
Billick felt that Hugh Green was a legitimate candidate 
for the Heisman Trophy. However, his perception of 
sportswriters' cognitions were that Green would not be 
considered because he played defense. This was an 
understandable conclusion considering that no purely 
defensive player had ever won the award. The coorientation 
measurement, "Accuracy B" can safely be assumed to be high. 
That is, Billick's perception of the sportswriters' cognitions 
was the same as the sportswriters actual cognitions. However, 
because Billick thought Green was a legitimate candidate and 
he perceived that sportswriters did not, "Congruency B" was 
low. Therefore, Billick's promotional material tried to 
change the sportswriters' cognitions that only offensive 
players were deserving of the Heisman Trophy. 
--------·-------·· 
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The centerpiece of the Green campaign was a 24-inch by 
36-inch four-color poster titled, "Green is the Name, Defense 
is the Game, Heisman will be the Fame". Billick sent 2,500 of 
them to writers and broadcasters. "Our main thrust had to be 
that a defensive player had never won," said Billick. "So we 
reminded people that Hugh was considered one of the greatest 
defenders in college history" (Gillespie 1981, 32t). The 
poster tried to draw the audience into the line of thinking 
that a defensive player can win the Heisman. The words, "Hugh 
Green," "Defense," and "Heisman" are all in the same large 
type, an obvious attempt to connect those three ideas in the 
minds of the voters. 
The poster also included captions that tried to change 
the sportswriters' cognitions. The first two asked, "Why not 
a defensive player this year?" and "Why only offensive 
players?" The questions disputed the tradition that defensive 
players can not win the Heisman, while at the same time gave 
reasons why in 1980 the tradition should be broken. The 
questions directly confronted the issue of defensive plyers 
winning the Heisman, and by doing so, hoped to enlarge the 
environment of the ideal Heisman candidate to include at least 
one defensive player. The final three captions presented the 
audience with a candidate, Green, who deserved the opportunity 
to break the tradtion. 
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Billick admitted that 11 the poster generated about as much 
comment as Hugh's play .. (Gillespie 1981, 32t). It may also 
have played a part in changing the sportswriters cognitions 
toward defensive players being considered legitimate Heisman 
candidates, if only for one year. Green finished second 
behind South Carolina's George Rogers and his 861 points were 
the highest point total ever for a defensive player. 
In-season 
Whereas the pre-season approach looks to place the 
candidate in the environment of the Heisman Trophy, an in-
season campaign goal is to maintain the position of the 
candidate within the environment of the Heisman Trophy. 
In general, Heisman Trophy winners establish themselves 
as Heisman candidates due to publicity campaigns and their 
performance a few games into the season. Publicity campaigns 
during the season will try to reinforce or maintain the 
candidate's position within the environment of the Heisman 
Trophy. 
Most SIDs who promote candidates in-season campaigns 
assume that the candidate is already accepted within the 
environment of ideal Heisman candidates, X. However, once the 
season begins, discriminations take place between the 
candidates as the environment is reduced from candidates for 
the Heisman Trophy to the winner of the award in the given 
year. In most cases, a few clear-cut favorites will distance 
-------------- ------------ --- ~-------
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themselves from the field early in the year. The last two 
Heisman races were exceptions as Ty Detmer and Desmond Howard 
alone established themselves as favorites by the third game of 
their winning seasons and were never seriously challenged the 
rest of the year. 
With the environment (X) reduced, promotional campaigns 
will try to keep their candidate situated in the environment. 
Most in-season campaigns are information based and focus on 
the different factors, most often P and T, that make up the 
environment, X. However, gimmicks are also used to remind the 
voters and keep the candidate in the environment. These 
gimmicks are usually introduced due to a lack of uncontrolled 
media exposure (Mu) . The strategy is to create a promotional 
item that compensates for the lack of uncontrolled media 
exposure (Mu) by creating name recognition. 
In the following case studies, I will study gimmicks and 
other methods that SIDs have used to keep their candidate 
situated in the Heisman environment. The schools profiled in 
this section represent three cases (San Diego State, Houston, 
Iowa State) where lack of uncontrolled media exposure (Mu) 
influenced their controlled media (Me) responses. The final 
case (Florida) is an example of how a school utilizes an 
abundance of uncontrolled media exposure (Mu) . 
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Case 1: San Diego State 
While in-season campaigns generally are more reactive 
compared to the pre-season proactive approach, there are still 
opportunities to utilize proactive strategies after the season 
begins. One such opportunity is playing on national 
television. 
San Diego State has the possibility of playing on 
television five times in 1992. The most important of these 
televison games, in terms of Marshall Faulk's Heisman 
candidacy, is their nationally televised, primetime Thursday 
game on ESPN against Brigham Young. The advantages of playing 
on Thursday night are numerous. Besides not being in 
competition with other games, a Thursday night game is seen by 
more Heisman voters. Heisman voters are usually assigned to a 
game on Saturdays and seldom see any other games that day. 
These facts have not been lost on Rosenthal. Prior to 
the game, Rosenthal plans to distribute silver badges with the 
inscription "Marshall for Heisman." 
out to the media," said Rosenthal. 
We won't be passing them 
"But I'm sure that they 
will show up on camera at some point" (Rosenthal 1992, 
interview) . 
While the badges are a gimmick and not information-based, 
they will serve the purpose of reinforcing Faulk's position in 
the environment of the Heisman. When the badges appear on 
television, as they inevitably will, the announcers will 
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undoubtedly open up a discussion concerning the Heisman Trophy 
and mention Faulk in the process. The announcers will most 
likely provide the information that the badges do not contain. 
The badges, therefore, while not containing information that 
could influence voters, causes information, in the form of 
uncontrolled media exposure, to be presented to the voters. 
Rosenthal can not, however, rely on uncontrolled media 
exposure handling all of the information based promotions. He 
will also release a weekly statistics sheet titled, "The 
Marshall Chronicles" (Figure 9), which will detail Faulk's 
weekly game statistics. It will also serve as a tabloid 
designed to update readers throughout the season. The first 
installment, which has already been issued, lists the records 
Faulk set during his freshmen year (Figure 6). 
This stat sheet will give the sportswriters information 
corresponding to the performance factor (P) in the Heisman 
enviroment. It will also help compensate for San Diego 
State's relative lack of uncontrolled media exposure (Mu) that 
comes with playing on the West Coast. As stated before, that 
results in later starting times and less exposure on highlight 
shows. The weekly updates and the use of his name in the tile 
will help compensate for that lack of exposure by providing a 
"Marshall Faulk for Heisman" reminder every week. Using a 
clever play on words with the candidate's name is not without 
precedent. Brigham Young, used a promotional ploy for their 
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1990 Heisman winner Ty Detmer. Prior to an early season ESPN 
Thursday night game, Brigham Young's SID Bruce Zebell 
distributed thousands of neckties with the inscription 
"Official Heisman Ty." ESPN featured the neckties during the 
telecast, as well as a handbook Zebell released titled "Five 
Good Reasons the Heisman Race Should End in a Ty" (Figure 10). 
The handbook was shaped like a tie and opened up to reveal 
persuasive information corresponding to the factors (P,T) in 
the Heisman environment, X. Detmer then proceeded to have a 
brilliant game against defending national champion Miami 
(Fla.), further reinforcing the promotional material. The 
flurry of uncontrolled media exposure (Mu) and Detmer's 
continued brilliance (P) that followed turned the 1990 Heisman 
race into a runaway victory for Detmer. 
The badges and ties, by themselves, are not information 
based. However, put in the proper setting, such as a 
nationally televised game, they can generate discussion that 
situates their candidate in the Heisman environment. The 
gimmick accomplishes its goal of reinforcing the candidate's 
presence in the environment. 
A secondary audience for these promotional ploys are 
potential recruits. The main purpose of the gimmicks is, 
indeed, to generate discussion that will connect the Heisman 
candidate and the award, but coaches and recruiting 
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Figure 8. Brigham Young's •Heisman Tie" promoting Ty Detmer 
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coordinators also use these types of gimmicks as recruiting 
tools. The promotional items are often highlighted on 
recruiting trips, showing prospective student-athletes that 
the school promotes candidate's for post-season awards. 
The gimmicks San Diego State and Brigham Young devised 
for their candidates are reminiscent of the innovative "name 
game" played by Notre Dame in 1969. Roger Valdiserri, SID at 
Notre Dame at the time, changed the pronnunciation of Joe 
Theismann's name to rhyme with Heisman. The correct 
pronunciation had been Thees-man, but at a practice Valdiserri 
said, "There goes Joe Theismann, as in Heisman." The 
uncontrolled media exposure was so great that Theismann and 
his parents now go by the new pronunciation (Nissenson 1991, 
60). However, a gimmick does not guarantee a Heisman Trophy. 
Theismann finished second to Stanford's Jim Plunkett. 
As stated before, the gimmicks presented here by 
themselves will not persuade the voters. However, by 
generating discussion concerning the candidate in the 
environment of the Heisman Trophy, the gimmicks can compensate 
for the lack of uncontrolled media exposure (Mu) and reinforce 
the candidate's position, helping him remain situated within 
the environment. 
Case 2: University of Houston, 1989 
In most cases, the Heisman Trophy winner will be 
established as a candidate, if not before the season starts, 
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then within the first few games. Seldom does the winner 
suddenly appear to claim the award. However, when it does 
happen, it usually points to the fact that no other candidates 
established themselves as favorites after the first few games. 
That can open the door for a relatively unknown candidate who 
catches the fancy of the voters. 
In 1989 Houston's Andre Ware entered the season as an 
anonymous quarterback who played for a team that ran a passing 
dominated offense called the "run and shoot." He was not 
featured in any pre-season publications as a Heisman 
candidate, nor was he promoted by Houston's SID Ted Nance. 
"There was nothing to indicate that Andre would have the kind 
of year he had," said Nance. "Nothing prior to the season 
warranted any publicity campaign, plus we had the television 
ban" (Nance 1992, interview). The television ban came from 
being on NCAA probation for rules violation and prevented 
Houston from appearing on national television. 
However, after three games, with no candidates 
establishing themselves as favorites, Nance and rest of the 
country began to take notice of the impressive statistics Ware 
had compiled. By the end of the season, Ware broke several 
NCAA records while passing for nearly 4,700 yards and 46 
touchdowns. "By the third game we couldn't ignore his 
numbers," said Nance. "We figured he deserved to be pushed 
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for the Reisman, whether we were on T.V. or not" (Nance 1992, 
interview) . 
Nance's campaign emphasized Ware's numbers as well as 
Houston's innovative offense, the "run and shoot." He 
distributed weekly flyers to Heisman voters in the format of 
an airline timetable. The airline was called "AirWare" and 
borrowed the design of the TWA logo listing upcoming games as 
destinations and his statistics in the arrivals and departures 
sections. 
The selection of the name "Air Ware" is interesting in 
that it invites the audience to make two very different 
connections with Andre Ware. First, the airplane metaphor 
helps identify Ware as the most prolific passer among the 
Reisman candidates. In that way it invites sportswriters to 
make comparisons between candidates that will be favorable to 
Ware. The second connection is to Michael "Air" Jordan of 
basketball fame. This kind of reference can be persuasive in 
that it makes a connection between the candidate and another 
athlete considered the best in his sport. 
Despite entering the race after the season started, Nance 
still had to take the approach that his candidate was already 
accepted in the environment of the Reisman Trophy. The flyers 
did not try to alter any cognitions of the sportswriters, but 
they did give information in a clever visual presentation. 
That, plus the fact that they were distributed weekly is 
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another example of a school, such as San Diego State and 
Brigham Young, trying to compensate for a relative lack of 
uncontrolled media exposure (Mu) . In this case, the lack of 
uncontrolled media exposure (Mu) was not due to any 
geographical or small market syndrome, it was strictly the 
result of the television ban. 
As the season progressed, Nance began including 
comparisons to legendary pro quarterbacks to accentuate Ware's 
statistics. There were two reasons behind this strategy. 
First, the other quarterbacks considered Heisman candidates 
that year were playing in conservative offenses that would 
never produce the numbers Houston's offense did. A comparison 
between candidates might work against Ware as voters discount 
his numbers as a by-product of Houston's offense. Second, 
Nance assumed that most sportswriters were of an age that a 
comparison between Ware and past legends might prove 
beneficial (Nance 1992, interview). It is unlikely that the 
comparison persuaded voters to rate Ware higher than other 
candidates, but it probably did serve the purpose, like 
Faulk's badge and Detmer's tie, of opening the discussion of 
the Heisman and situating Ware in that environment. 
The "run and shoot" offense, as stated before, presented 
Nance with a problem. The passing-dominated offense was 
relatively new and generated as much interest as Ware's 
numbers. Hence, Nance had to walk a fine line as he tried to 
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get Ware the uncontrolled media exposure that the television 
ban denied him. The danger was that the offense almost has 
its own identity and could overshadow the candidate. 
Nance encountered that sentiment the very next year as 
Ware's successor, David Klingler, put up even greater numbers 
than Ware. Without the television ban, voters were able to 
see more of the "run and shoot," which resulted in some 
negative publicity for Klingler. Bruce Newman of Sports 
Illustrated cited critics who suggested that despite throwing 
for over 5,000 yards and 54 touchdowns, Klingler should not 
win the Heisman becasue "the system is so perfectly designed 
that any bumbler could run it" (Newman 1991, 52). 
It might have been to Ware's advantage that he did not 
appear on television. He may have suffered the same fate as 
Klingler. With the television ban, Nance had more control of 
the information being presented to the voters and could 
highlight Ware as the catalyst behind the innovative offense. 
Case 3: Iowa State, 1990 
Iowa State's promotional campaign for their 1990 Heisman 
candidate Blaise Bryant did not involve any gimmicks or clever 
"name games." Instead, to compensate for their lack of 
uncontrolled media exposure, SID Dave Starr relied on getting 
a constant flow of information on Bryant to the sportswriters 
as soon as possible. 
----------~---~~-----
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Starr called the technique he used the "Fax Attack." The 
process began immediately following a Saturday game with Starr 
and his staff putting together a press release that was faxed 
to newspapers and Heisman voters on Sunday. Starr hoped that 
the result of this quick dispersement of information resulted 
in the release being read and re-read throughout the week by 
media members. Unfortunately for Bryant, a shoulder injury 
ended his season prematurely and a more extensive campaign 
never got off the ground. "We had planned to do a few more 
things for Blaise, including a four-color poster," said Starr 
(Starr 1991, interview). 
The initial fax released by Starr (Figure 11) does, 
however, provide another interesting study in how a school 
looks to overcome a lack of uncontrolled media exposure (Mu) . 
On one level, it showcased Bryant's performance in the season 
opener against Northern Iowa, mentioning that his performance 
earned him Big Eight Player-of-the-Week honors. 
The schedule of weekly releases served the same purpose 
as the "Marshall Chronicles" and the "AirWare" releases from 
San Diego State and Houston, but without the "name game" 
aspect. That is, a consistent source of information on 
Bryant's performance factor (P) to sportswriters that places 
Bryant in the environment of the Heisman Trophy (X) . 
If not for Bryant's injury the weekly releases would have 
kept the sportswriters up to date on Bryant's performance (P), 
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Moot TD"• ltuaJWsc: 1e IISU rerord ·old mark 17. Crutc:hBeld. 19811 
lluJUnc Atto111pta: 299 12nd. record ta 307. CrutehReld. 19811 
Moot AU•hrpeM Tania: 1.718 ltSU record· old mark 1.482. Mike Strachan. 
1e12. 
Moot l~rard came.: Seven mes ISU record wtth Crutc:hJield. 19801 
Moot 200·rard aaaoo: ,_ IOid record wu shared by four playenl 
Bryant oa ISU Career Charts: (Bu pla:red 1 nuoa. 1 aasae) 
lluahlnc Tard.: 1.883. ntnth (remrd Is 3.·137. DexterOreen. 1e75·781 
lluahlnc ToucladOWM: 23. fnur1h (l'ff.Ord Is 34, Oreenl 
Scerlftll 144. seYeftth ll'ftOrd Is 221. OreenJ 
Figure 9. Fax featuring Blaise Bryant 
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something that would not have occurred if left to uncontrolled 
media exposure. "We don't have the luxury that some teams do 
that appear on national television frequently," said Starr. 
"We can't afford to sit around and wait for exposure, we had 
to create some of our own" (Starr 1991, interview). 
On another level, the initial fax introduced Bryant to 
the Heisman voters. A majority of the release dealt with 
Bryant's performance in 1989 when he was selected a third-team 
All-American and consensus first-team All-Big Eight. That was 
necessary due to Iowa State's lack of uncontrolled media 
exposure (Mu) . Iowa State did not appear on national 
television at all in 1989 and would not again in 1990. Couple 
that with Iowa State's small market setting and it would not 
be surprising, in spite of Bryant's credentials, if he was 
virtually unknown to Heisrnan voters. 
The review of Bryant's 1989 season did not try to change 
any cognitions of the sportswriters, but it did want to place 
Bryant within the environment of the Heisman Trophy. Starr 
accomplished that goal by mentioning in the release that 
Bryant was the leading returning rusher in Division I (P) and 
by referring to the Big Eight (T) repeatedly. The references 
to a quality performance and playing in one of the marquee 
conferences reinforced the sportswriters' cognitions 
concerning the Heisman ideal environment (X) that 
sportswriters established with their previous votes. 
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Describing Bryant while repeatedly making those references 
placed Bryant in the environment and invited sportswriters to 
include him in the discriminations between candidates (01-0n). 
Case 4: University of Florida 
The past three case studies showed how schools 
compensated for relatively low uncontrolled media exposure 
(Mu) by utilizing controlled media (Me) . Their campaigns were 
directly geared towards promoting a specific player for the 
Heisman. In this final case study, I will show how a school, 
the University of Florida, with a legitimate Heisman candidate 
and high uncontrolled media exposure indirectly promotes the 
candidate. 
Florida's SID John Humenik has in quarterback Shane 
Matthews the closest thing to the perfect Heisman candidate. 
All the factors (P,I,T,Mu) are in Matthew's favor after a 
junior season that saw him finish fifth in the Heisman 
balloting. The senior quarterback (I) has set numerous 
conference and school records (P) while playing for a dominant 
team from a marquee conference (T) . Add to that the fact that 
of the twenty-three games Matthews has started for Florida 
sixteen have been televised (Mu) and there is not much for 
Humenik to do as far as promotions. 
Humenik realizes that with all the uncontrolled media 
exposure his job is clear. "Of the top twelve newspapers from 
Florida to Washington D.C., seven are in Florida. My job is 
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to make a player, in this case Matthews, available," said 
Humenik. "We don't need gimmicks to get his name known. The 
media and television exposure takes care of that" (Humenik 
1992, interview). 
A sample press release distributed pr1or to a 1991 game 
is indeed devoid of any gimmicks that were present in some of 
the previous promotional material studied. While Matthews is 
featured on numerous occasions (Figure 12), it is an not 
without reason. He is, after all, the star quarterback and 
deserves to be featured in proportion with that status. The 
focus of the release, however, is the University of Florida, 
not Shane Matthews. As a matter of fact, the Heisman Trophy 
is not mentioned once in the 27-page release. 
It is true that the focus of the release is the 
university, but there are some subtle and indirect attempts to 
place Matthews in the Heisman Trophy environment (X) . In 
Figure 12, for instance, the caption under Matthews' photo 
gives information that corresponds to the two main factors, P 
and T, used by sportswriters in discriminations between 
candidates. Humenik indirectly outlines the Heisman 
environment, X, established by the sportswriters and then 
invites the sportswriters to place Matthews in it. The 
outline consists of a junior or senior offensive back (I) 
playing for a team from a marquee conference contending for 
the national title. The general description is then made 
FLORIDA VS. KE~nJCKY 
Sanarday, No9e1Uer 16 
1:30p.a.IT 
Ben HW GtUiln SladiiiiD 
at florida l'lelcl (13.000) 
GaUia¥Uie. Fla. 
.\ sellout aowcl ol more than &4,000 wtD be on 
hand u Flor~da seeu to clinch the outrilhl 
Southc::astem Conference ulle """' a perfect 7..0 
lequc mark and ue the 1 ?90 team for the sc:hoors 
besc record ~ 10 pmes (9·1). Kicko« is set for 
1.l0 p m. ET. SponsCh:anncl l'londa """ telecast 
the pme JWeWide on a delay b:llll Saturday 
beptn•na at 100 p m. ET. ~ Vmel and Jim 
Yarbroyth wlll handle the pla,-·by·play and color 
an:alys~s. ~ly. The C.1tor Radio :'olel'IIIOrk 
wtll bro:adc::ast the pmc li-e oooer a 6~-sc:auon ne•· 
..-ark. Mick lluben Will c::aJI the play·by·play wtth 
~'C Mc<inlr on the color anai,SIS and Stfl'le Babik 
Wllh s•dcl~nc rcpons. The "T.lll~&&•or· prepme 
show beams 90 mmuu:s before: kickoff. 
TOP GAMI NOTIS 
Thas wlll be the 42nd ume that Flond:a and Ken· 
tuc:ky have mcc on the football Geld. ThiS pme h:as 
marked :he end of the SEC season for Flonda eve!'?' 
ynr but once 11972) s1nce the 1967 ampa~p!. 
Stuunl tn 1992. Ken1uc:ky Will be FJonda·s llnt 
S£C opponent. Flonda. whiCh clinched ac least a 
share of its nne omc1al mle last week. """ be llYII1I 
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10 t~~~n the utle oucnatn and bcc:ome the ftnl Coltor SINaw ·""""""'· wbo rn "" SEC ncorrtl r1111IJ lm 
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ceam 10 """ ~ leaaue pmes sance Al:ab:am:a tn l#mJHIIIf to tt• tW11:bool ncorrtlfor llnr rttAra f<J·I 
19'7-:" (7..0). No UF team h:as fl'lef- seven SEC t~fwr 10 lflrrtn), could b«<- II» jlnr tfttArn m 
pmes tn a snson and the '91 squad IS cryutl 10 tJF birro,. ro port 1111 IUibHUft liNt ultliftt rnn· 
match the '90 squad :as the only Gator 1nm tn 1uso /*"l'!lel' rKortla ,,.u "' rw jlnl t.:F teum to ,..,,. 
tory 10 """ ntne of its lint I 0 prncs. Funher pme riWfl c:ottfmrncl' ,.,.., til " sMIOII. .Vo SIX """' 
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lltiS packet. We also encourqe you 10 nMeW the ,.,., 6.0 111 J9tl3 tUI4 110 SEC tNIII btlr J.'UIIff ~4J 
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and llte Southe:ascem Conference prowade co :assast btu "" SEC ntc:orrtl·t)'lnl 2., TIJ parsn. ,..,11 >UI .m 
vou •n covennl.thll ~ and the mure ~ ... SEC I'('CQrrt/'""b bit~~ar sc:onn!f 1011. 
- ··' ,:;:: =:..:.<.: ..l. ~?'JRTS :NFCRMATICN _I:~ F-C aox i..!485 • GAINESVILLE.~~ ~2o04·2J35 
:.,:,:\4 ~CJ =·.::<•C,l.: :~o ~ (<;C4) 3:'~4083. EXT. 0102. oi03 
Figure 10. Shane Matthews featured in press release 
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specific with the addition of Matthews and his statistics (P). 
This technique can be very effective as it reinforces the 
sportswriters• cognitions by allowing them to situate Matthews 
in the environment themselves. It is much different from some 
of the other examples that challenge or alter the environment 
in some way and then situate the candidate in the new 
environment. Of course, the other examples do not have the 
luxury of unlimited uncontrolled media exposure (Mu) that 
Florida has at its disposal. 
---------- ---
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CONCLUSION 
Promotional activity by universities for Heisman Trophy 
candidates will not decide who should win the award. The 
sportswriters' decision is, as stated from the beginning, 
based mainly on the performance of the candidates. Most 
Heisman Trophy winners distinguish themselves to the extent 
that they are the clear-cut choice. With that in mind, and 
the fact that there can indeed be only one winner, it would be 
wrong to assume that a promotional campaign failed if the 
candidate did not win the award. The campaigns, then, should 
not be viewed in terms of trying to alter the outcome of the 
vote, but rather.to influence or persuade the sportswriters to 
situate the candidate within the Heisman Trophy environment. 
A top five or ten finish should be considered a successful 
campaign for a school such as Pacific. If that is 
accomplished, the benefits to the school and the player are 
widespread. The school's football reputation will be 
enhanced, which will help in recruiting. At the same time, 
the player's reputation will also be improved, which should 
improve his prospects in professional football. 
However, because this decision is based on individual 
judgments and opinions with no set guidelines, there is an 
opportunity for persuasion in the communication process. As 
shown in the study, the use of controlled media to promote a 
candidate is inversely proportional to the amount of 
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uncontrolled media exposure. The schools without much 
uncontrolled media exposure are more likely to use extensive 
controlled media to increase the candidate's exposure. 
Schools who fall into this category generally have a 
candidate who is not ideally situated in the environment of 
the Heisman candidate. For instance, Troy Kopp only fits into 
the environment of the Heisman candidate in two categories --
performance (P) and individual attributes (I). Those factors 
are shared by virtually every other candidate. The need for 
promotional work arises from the fact that the other factors, 
T and Mu, are not in Kopp's favor. Looking back at the other 
case studies, if one or more of the factors in the ideal 
Heisman environment were not met by the candidate, then more 
controlled media (Me) was required. Hugh Green playing 
defense (I) and Andre Ware being banned from television (Mu), 
are more examples of candidates who were deficient in at least 
one factor. These defiencies required more promotional 
activity to situate the candidate in the environment, X. 
Shane Matthews, on the other hand, had all the factors in his 
favor and, therefore, did not need any extra promotional work 
beyond being mentioned in his school's weekly press release. 
By superimposing the coorientation model after the 
communications have taken place, my study showed that SIDs 
have an opportunity to use their promotional work in a 
persuasive way. Once again, it is importent to remember that 
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my use of the coorientation model is not its intended 
application. Chaffee and McLeod intended the model to be 
applied in the planning process before communication takes 
place. However, by using the model after the communication 
process is complete, we can see how it can be effective in the 
planning stages of communication. If future SIDs want to 
promote a candidate who does not fit the ideal of a Reisman 
candidate, my study can provide them with a model that they 
can use prior to beginning the communication process. It can 
help them be more persuasive in their communications to their 
audience and, therefore, more effective. 
Although there are limitations to this study due to the 
small sample of schools used as cases, I think a sound base 
has been established that could be built on through further 
study using the coorientation model. Detailed questionnaires 
and surveys could be used to provide a better audience 
analysis of sportswriters in terms of their cognitions and 
perceptions concerning the Reisman Trophy. This could provide 
an even more detailed and concrete environment of the ideal 
Reisman candidate. Also, a clearer picture of the audience 
can provide SIDs with insights into what will persuade the 
audience. San Diego State's Rosenthal did that type of 
audience analysis on a small scale when he consulted the media 
on what would be the most effective type of promotional 
campaign. 
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In the case of Houston's Nance, when he campared Ware to 
NFL quarterbacks, he did so under the assumption that the 
sportswriters would be persuaded by that comparison. With a 
framework to refer to prior to the communication, Nance would 
not have assumed anything. He would have known whether or not 
that type of comparison would be persuasive to the 
sportswriters. 
Both these examples show the possibilities that further 
research can provide greater understanding prior to the 
communication process. I tried to present a base of the 
framework that sports information departments might use to 
guide future campaigns. Future research can build on this base 
and improve even more the effectiveness of SIDs' communication 
process with sportswriters concerning Reisman Trophy 
candidates. 
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